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The aim of this study was to identify the significance role of customer brand identification towards building customer brand loyalty 
via mediating effect of brand trust and word of mouth communication among Malaysian hypermarket customers. A self-administered 
questionnaire was used to collect data (n=300), using convenience sampling from Mydin, Tesco, Aeon Big, and Giant’s hypermarket 
customers in metropolitan Kuala Lumpur, Malaysia. Structural Equation Modeling was employed to analyze the data. The result 
revealed that brand trust and word of mouth communication fully mediate the influence of customer brand identification towards 
building customer brand loyalty. Moreover, this study identified that the indirect impact of customer brand identification via brand 
trust and word of mouth communication is more significant than its direct effect. 
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1. Introduction 
A simple and yet difficult question to answer in the retailing business is how customer loyalty can help retailers to 
improve their long-term profitability in a very viable retailing situation. Customer loyalty in the retailing context is a 
complex issue (Yeng & Mat, 2013). Although there are many studies on customer loyalty, the respective antecedents 
are diverse. Hypermarkets play an essential role in satisfying all consumers’ various needs. Considering Maslow’s 
hierarchy of human needs, Slocum (1971) emphasized the importance of a person’s essential needs being satisfied, 
where after the person will wish for greater needs and demands. Food is essential to humans making it one of the most 
important physiological needs, and for this reason the role of hypermarkets cannot be underestimated. Nowadays, 
different chain stores employ various strategies to boost their sales, suggesting that sales growth has become a science. 
To identify consumers’ habits, demands, preferences, and their purchasing-decision processes, the study of business, 
psychology, and science is indispensable (Vladas Griskevicius 2013). Based on this compelling rationale, and fierce 
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stakeholder competition, we believe it would be valuable to apply tools such as brand loyalty development to achieving 
competitive advantage, and to achieve this by understanding consumer behaviour towards brands. One of the strategies 
crucial to marketing and consumer behaviour studies is identifying the precursors of customer brand loyalty, and the 
factors contributing to its development. The result is a positive evaluation of the consumer’s attitude toward a particular 
product, service store, and their hypermarket brand loyalty. This knowledge has boosted the use of branding strategies 
as a means of delineation (Christodoulides & De Chernatony, 2010), and creating competitive advantage (Pappu & 
Quester, 2006), that shape branding as one of the most dominant trends in the hypermarket industry (Hu, 2012). 
Establishing a strong hypermarket brand creates value for both the company and the consumer. 
 
As mentioned the subject of building customer brand loyalty has investigated extensively, with studies largely 
focused on the examining of key marketing concepts that serves as loyalty antecedents, such as trust (Chaudhuri & 
Ligas, 2009; Fung, King, Sparks, & Wang, 2013), perceived service quality (Kandampully, Juwaheer, & Hu, 2011; 
Nikhashemi, Laily Paim, Samsinar, & Khatibi, 2014), word of mouth communication (Nikhashemi, Samsinar  Sidin, 
Haj Paim, & Mohamad, 2014) and perceived value (Chen & Tsai, 2008; Fung et al., 2013). Even though the finding 
these studies contribute to the building of customer brand loyalty from customer perspectives such aforementioned 
studies have underestimated the role of customer brand identification in building brand loyalty. The term of customer 
brand identification coined from social identity theory which can result to the range of customer outcome such as 
customer brand loyalty (Fung et al., 2013; He & Li, 2011). 
Scholars believe that strong customer brand identification can result to better evaluation of customer towards the 
brand (Ahearne, Bhattacharya, & Gruen, 2005; Kuenzel & Halliday, 2008). Even though, numerous studies have 
realized the critical role of customer brand identification towards building customer brand loyalty, but conducting 
research in hypermarket industry has remained unexplored. In addition, the role of customer brand identification has 
conducted in different setting, but they have provided conflicting result. For example the study of Kuenzel and Halliday 
(2008), which is conducted in car brand, revealed that customer brand identification will results to word of mouth 
communication and customer re-purchase and loyalty whereas the study of cellular brand demonstrated that customer 
brand identification does not results to customer brand loyalty (Fung et al., 2013). Such contradictory outcome do not 
inform brand managers  and marketers especially hypermarket industry practitioners as to whether they should integrate 
such a relevant relationship factor into marketing strategies aimed at strengthening customers’ brand loyalty. To the best 
of author knowledge till now, no studies have empirically verified the influence of customer brand identification on 
customer evaluation of hypermarkets brands. Therefore, to address this gap in the literature, current study attempts to 
scrutinize the critical role of customer brand identification on forming hypermarket customer brand loyalty via positive 
word of mouth communication and brand trust. 
 
2. Literature Review And Hypotheses Development 
2.1. Customer brand loyalty  
There are three views on the concept of brand loyalty namely attitudinal, behavioral, and composite loyalty. Embracing 
specified preferences, promise, or purchase targets of the consumer is often regarded as attitudinal loyalty, thus 
researchers holding this standpoint emphasize the psychological component of brand loyalty (Bennett & Rundle-Thiele, 
2002). On the contrary, behavioral researchers assume that a recurrence of transactions exemplifies a consumer’s brand 
loyalty (Fung et al., 2013). Additionally, the behavioral approach provides a more realistic picture of how well a brand 
is performing versus its competitors (Fung et al., 2013), stated that the inability to differentiate between true and spurious 
loyalty is the reason behavioral measures are rejected as the sole indicator of loyalty (Odin, Odin, & Valette-Florence, 
2001). Although attitudinal loyalty considerations assist in differentiating brand loyalty from frequent purchases, it does 
not focus on actual purchases. Rather it relies on consumer testimonies, which is why it may not be a precise 
exemplification of reality (Odin et al., 2001). In other words, actual purchases may not be guaranteed by a positive brand 
attitude. On the other hand, loyalty is regarded as a subjective behavioral purchase exercise because it is a psychological 
process (Jacoby, 1971), recommended a composite approach whereby the assessment of a consumer’s loyalty to a 
specific branding necessitates consideration of both purchasing behavior and attitudes (Fung et al., 2013). Some of the 
previous studies on brand loyalty have accessed and acknowledged the composite view (Harris & Goode, 2004; Li & 
Petrick, 2008) and it is applied in this study as it accomplishes presenting a comprehensive explanation of the loyalty 
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concept. Moreover, the contributions of brand trust, and positive word of mouth communication toward building 
customer brand loyalty development have been consistently well-documented by scholars in order to gain insight. 
2.2.  Customer brand identification and loyalty 
The perceptions of individuals, cognitions, attitudes, evaluations of issues (as they are the key component of 
identification) as well as events might be influenced by social identity. In the meanwhile, greater consumer loyalty can 
be achieved through enhancement in customer identification with a brand (Libai et al., 2010). Since only a handful of 
studies have focused on retail customer brand identification, especially in hypermarket context, this study refers to the 
studies of other context. In sport context, the results of a study by Parker (2009) revealed that sport fans could build a 
strong and loyal relationship with their favorable team regardless of the organization’s strengths and weaknesses due to 
the great identification between them. Research has also proved that product utilization (Ahearne et al., 2005) and 
repurchase frequency (Urška Tuškej 2013a) can be obtained through the identification between consumer and company. 
Correspondingly, customers who identify with a particular brand community more likely praise the brand and are loyal 
(Algesheimer, Dholakia, & Hermann, 2004). Empirical study supports the effect of brand personality and customer 
brand identification on consumer brand loyalty measures, including word-of mouth intentions (Kuenzel & Halliday, 
2008, 2010), purchase intention  (Kuenzel & Halliday, 2008), customer commitment (Urška Tuškej 2013b), and the 
customer brand loyalty construct (Kuenzel & Halliday, 2008). Therefore, the below hypothesis is proposed: 
H1:  Customer brand identification positively influences on customer brand loyalty  
2.3. Customer brand identification and brand trust 
Customer brand identification (CBI) is theoretically associated to the concept of brand trust. Hence, the study propose 
that one of the critical precursors of an identified relationship is trust, because the identification of trustworthy 
organizations or brands by customers more likely enrich their self-esteem and self-definition (Keh & Xie, 2009). In turn, 
a platform for brand trust development can be provided by the attachment portrayed by brand identification (Dunn & 
Schweitzer, 2005). Moreover brand trust, which increases due to the courageous of hypermarket customer’s brand 
recognition, is a substantial predictor of customer brand loyalty (Aydin & Özer, 2005; Flavián, Guinalíu, & Gurrea, 
2006). By creating network relationships, which are valued greatly by the customers, brand trust links to brand 
commitment and loyalty (Morgan & Hunt, 1994). Therefore, the below hypothesizes are proposed: 
H2:  Customer brand identification positively influences on brand Trust 
H3:  Brand trust positively influences on customer brand loyalty 
2.4 Customer brand identification and W.O.M.C 
In line with customers' identification with the brand and positive word of mouth, customer identification with the brand 
(CBI) not only has a positive effect on customers' word-of-mouth communication (WOMC), at the same time it can b 
also effect positively on customer brand loyalty.  The idea behind word-of-mouth communication (WOM) is that product 
information, the positive image of store and brand can be reached from one customer to another (Brown, Barry, Dacin, 
& Gunst, 2005). In term of marketing research and consumer behavior studies, word-of-mouth communication (WOMC) 
is substantially importance and plays a crucial role in determining customer attitudes and behaviors as it is an outstanding 
approach of integrated marketing communication (Fung et al., 2013). Therefore, the below hypothesizes are proposed: 
H4: Customer brand identification positively influences on word of mouth communication 
H5: Word of mouth communication positively influences on customer brand loyalty 
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3. Methodology 
3.1. Pilot Testing 
A pilot was conducted to identify the suitability of our questionnaire, such as the format, content, and 
understandability of the terminology that might be used. The questionnaire was pretested using convenience sampling 
in which 60 respondents were chosen. The 60 questionnaires were distributed among graduate and post-graduate 
students, and University Putra Malaysia lecturers who shop at least once a week at hypermarkets. The questionnaire’s 
reliability was analyzed, and the overall result of Cronbach’s alpha for 29 items was 0.958, demonstrating strong 
consistency among the items. Table 1 presents the results of reliability test. 
Table 1 Cronbach’s alpha Reliability Test 
Variable Cronbach’s Alpha Number of Items 
Customer Brand Identification  0.914 8 
Brand Trust 0.784 6 
Word of mouth communication 0.749 6 
Customer brand loyalty 0.813 9 
Overall Alpha 0.958 
3.2 Data Collection and Sampling Method 
To test hypothesized relationship among the variables, the quantitative method in the form of a survey questionnaire 
was applied. The survey questionnaires were distributed to handiness sample of 400 Malaysian hypermarket customers. 
Using the convenience sampling technique, obtaining units or people who are opportunely available, there were 300 
reachable outcomes collected with a response rate of 75%. Non-probability sampling can also be undertaken by selecting 
respondents on the basis of personal judgment or convenience (Sekaran, 2010; Zikmund, Carr, & Griffin, 2012). In most 
of studies researchers have conducted non-probability sampling due to improper sampling’s frame and the former 
method’s wide acceptance in marketing research (Malhotra, Patil, & Kim, 2007). Four major strata are established; 
Giant’s consumers, Tesco’s consumers, Big Aeon’s consumers, and Mydin’s consumers. Consumers from four of each 
of the following hypermarkets participated in the study of their own accord: Giant’s hypermarket, four Tesco’s 
hypermarket, four Big Aeon’s hypermarket, and four Mydin’s hypermarket from different places in the Kuala Lumpur 
area. Kuala Lumpur was chosen because of its strategic position in the Malaysian economy, being the economic hub for 
a number of key global financial players. Moreover, a large portion of its populace buys most of their commodities from 
hypermarkets. 
4. Analysis and Results 
4.1 Construct Validity 
In order to determine the underlying factors associated with the 29 questionnaire items, exploratory factor analysis 
(EFA) was conducted using principal component analysis. Construct validity was tested using Bartlett’s Test of 
Sphericity. To measure the sampling adequacy and analyse the level of connection among variables, Kaiser–Meyer–
Olkin (KMO) is employed. Additionally, the suitability of factor analysis to the data was also computed using the KMO 
and Bartlett’s tests. In this study, the KMO value was 0.880, and Bartlett’s test was significant at the 0.000 level. 
However Hair et al. (1998, 2006) suggest that the items with low factor loading (<0.45) or high cross loading (>0.40) 
be deleted.  
4.2 Convergent Validity and Confirmatory Factor Analysis 
To evaluate the performance of the measurement model used in this study, a confirmatory factor analysis (CFA) is 
run with five constructs using AMOS 19.0 maximum likelihood estimation. The AMOS SEM program was used 
throughout this study to conduct analysis. In order to evaluate the five constructs, this research assesses both 
measurement and structural models. According to (Awang, 2012; Bagozzi & Yi, 1988) convergent validity is achieved 
if the Average Variance Extracted (AVE) is greater than the cut-off point of 0.5. Therefore in this study, the average 
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variances extracted for all constructs were examined (brand trust, 0.57; Customer brand identification, 0.62; word of 
mouth communication, 0.51; and finally customer brand loyalty, 0.71) and they exceed the recommended cut-off point. 
Nevertheless this study used different types of goodness-of-fit indicators to increase its rigor (Byrne, 2009, 2013). Table 
2 summarizes the results of these tests. 
Table 2 Summary of Constructs CFA 
Factor X2 DF P GFI AGFI CFI RMSEA 
CBI 3.157 4 0.002 0.941 0.961 0.983 0.061 
        
BT 3.216 2 0.000 0.911 0.972 0.932 0.051 
        
WOMC 4.188 3 0.001 0.948 0.959 0.962 0.060 
        
CBL 3.110 4 0.000 0.964 0.945 0.978 0.049 
        
4.3 Structural Model Results 
The overall structural model was tested using AMOS 19.0 with maximum likelihood estimation, with the one 
behavioural and one attitudinal factor. The results presented in Table 2 indicate a good model fit (X2 = 316.65, p < .05, 
df = 159, X2/df = 3.47, GFI = .91, CFI = .93, TLI = .95, and RMSEA = .07). The structural path coefficients propose 
that of the five hypothesized paths examined, only one path was not significant (i.e., H1: CBI →BL). Consequently, 
with the exemption of H1, the four paths are supported. Tables 3 demonstrate outcomes of hypotheses testing with beta 
weights of the hypothesized paths and model fit statistics. 
Table 3 Structure Model Result 
Dependent Variables 
 
Independent Variables Hypothesis Beta Weight Result 
C. Brand Loyalty Customer brand identification H1        .11 NS 
C. Brand Loyalty Brand Trust H2 .43** Sig 
C. Brand Loyalty Word of mouth communication H3 .67** Sig 
Brand Trust Customer brand identification H4 .54** Sig 
Word of mouth communication Customer brand identification H5        .61** Sig 
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5. Conclusion, Contribution and Limitation  
Current study based on hypothesized model attempt to identify the key role of customer brand identification in 
building customer brand loyalty. Based on the outcome, three factors, demonstrated significant effect on building 
customer brand loyalty among Malaysian hypermarkets customer brand loyalty (CBI, BT, WOMC). Among all 
aforementioned factors word of mouth communication (β=.67) seems to have greater and positive effect on building 
customer brand loyalty followed by brand trust (β=.43). Besides the study revealed that customer brand identification 
also play a key role in brand loyalty building via brand trust and word of mouth communication. As illustrated in Table 
3 and Figure 1, customer brand identification has an indirect effect on customer brand loyalty which is inconsistent with 
the finding of (Kuenzel & Halliday, 2008) which has shown the direct effect of CBI on customer brand loyalty.  
This study has made so significant contribution. It contributes to emerging body of research in consumer behaviour 
and brand management. The current study empirically tested the role of customer brand identification on building 
customer brand loyalty in Malaysian hypermarket industry which the number of research in this area is scare. Moreover 
the study found that word of mouth communication is not necessary an output of customer brand loyalty if can be an 
outcome of customer brand identification which can result to greater brand loyalty. Even though effort has been made 
to make current the research as inclusive as possible but there are certain limitations which should take into 
consideration.  One of the foremost important limitations is that the non-probability sampling which has made the result 
to not to be generalized. On top of that the data collected from only some from some selected hypermarket customers 
which has threated the results in terms of validity, reliability and generalizability. In order to generalizability to be made, 
probability sampling with bigger population should be taken into consideration for future study. Moreover, for 
simplification reasons, some factors have not been considered in this this study. It needs to be further enhanced with 
other possible independent variables which significantly influence the customer brand loyalty building such as more 
behavioural and attitudinal factors. Consequently, for upcoming investigation, the scholars should search for additional 
variables that can enhance the ability accurately in order to build customer brand loyalty in Malaysia. 
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